This thematic issue aims at developing and disseminating knowledge about how consumption can promote and inhibit social participation and social inclusion through increased access to and use of marketplaces, goods and services. This editorial briefly presents the topic and summarises the different articles published in the issue.
Introduction
We are all consumers with varying levels of abilities who acquire, use and dispose of goods and services in everyday life. Access to vital consumer goods and services is linked to the human right of being a full member of society and living an independent life. However, consumers with disabilities face greater barriers due to reduced access to products and services, despite the legislation that has been implemented to enhance the situation (Kaufman-Scarborough, 2015) . It is estimated that between 15.6% and 19.4% of the world's adult population live with some kind of disability (WHO, 2011) . In fact, most of us will at some point in our lives experience short-or long-term disability due to illness, accident or age (WHO, 2011) .
This thematic issue aims at developing and disseminating knowledge about how consumption can promote and inhibit social participation and social inclusion through increased access to and use of marketplaces, goods and services. The authors of this thematic issue address the challenges that consumers with disabilities face in everyday life and examine whether some markets, products or services are more challenging to access than others. Furthermore, some of the included articles analyse which interventions have been implemented at different levels to improve the situation of consumers with disabilities; others explore how well the interventions function while pointing out potential areas for improvement. The articles encompass the experiences of consumers with varying levels and types of disabilities, including mental, cognitive, physical, visual or hearing ones. Based on exploratory qualitative studies, the authors discuss the experiences of this often overlooked consumer group and suggest directions for further research.
Short Presentation of the Articles
In the first article, Daniels (2019) criticises the way mothers with disabilities are treated by the society, including inadequate healthcare services and non-accessible goods and services at consumer markets. Based on autoethnographic material and literature on the topic, she gives examples of the discrimination encountered in their everyday lives. She urges the need for recognition and adequate support to ensure that disabled women can get smoother transitions into motherhood. Laitala and Klepp (2019) describe the daily difficulties people with ostomy, or chronic skin disease, face as clothing consumers. They explore the various challenges, as well as the related coping strategies, people use for concealing the condition and the connected bodily secretions, but they also highlight the potential for social exclusion when these strategies fail. Borch and Strandbakken (2019) show that the evaluation of new ideas for technologies that improve energy efficiency vary somewhat between people with and without mild forms of disabilities. People with mild forms of disabilities show more engagement, likely due to their experiences with increased needs and economic constraints. Their study indicates that it is likely beneficial to include people with disabilities in the innovation processes in order to make the new technologies accessible to larger portion of the population. Samuels (2019) studies how inclusive music making with accessible technologies contributes to the lives of participants with different abilities and how the workshops contribute to improving their confidence, creativity and social skills, thus having a broader impact on social inclusion. Mainstream consumer music technology devices can be made more accessible with adaptions, but at the same time, the main challenge in the workshops is the use of these technical tools that demand focus from the facilitator away from the participants.
Kaufman-Scarborough (2019) shows that many restaurants and venues provide either incomplete or incorrect accessibility information, which does not comply with civil rights laws in the USA. The information provisions for different types of disabilities vary, and restaurants usually cover information only for consumers with physical disabilities; the larger venues are better at also informing consumers with vision, hearing and sensory disabilities. Kaufman-Scarborough calls for a universally regulated communication design for accessibility information.
Closing this thematic issue is a commentary by Warnicke (2019) who shows that deaf citizens in Norway do not have equal access to make emergency calls as other citizens; the situation in Sweden is better, however, but limitations still exist. Warnicke recommends that social services must meet all accessibility requirements to protect the rights of every citizen.
Conclusions
Overall, the authors show that despite improved accessibility and non-discrimination legislation and existing inclusive design principles, many products, services or marketplaces remain difficulty to access for this overlooked consumer group (Noonan, 1997 (Noonan, /2007 . There is a need not only to enforce the universal inclusion design principles but also to raise awareness in society in order to fight unintended discrimination that often occurs at the unconscious level. The authors suggest various strategies, such as the inclusion of consumers with disabilities in innovation processes, to ensure that a range of adaptive solutions become easily accessible to meet needs of a diverse range of people. These articles also highlight how including consumers with disabilities in the study adds another perspective to consumption research that enriches our understanding of the studied field as such.
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